Introduction
Consumer perception plays essential role for market development (Yang & Jun, 2002; Hoehle et al., 2012) . Consumer perception can be defined as a marketing concept, which includes a customer's impression, awareness and/or consciousness about a firm or its offerings. Customer perception is basically influenced by advertising, reviews, social media, public relations, personal experiences, etc. (Lee, et al., 2015) . There are literally many studies on consumer perception. Verbeke and Liu (2014) , for instance, investigated the effects of information about the risks and benefits of pork consumption on Chinese consumers' perceptions towards, and intention to eat, pork. Liu et al. (2014) determined different segments of Chinese consumers based on their perception of personal risk about different possible food-related hazards. In their survey, consumers' perceptions about the knowledge, honesty and concern of various information sources significantly and positively influenced their trust in those sources. According to Radomir and Nistor (2012) , in the banking context, technology has enabled services such as automated telling machines (ATMs), Internet Banking and Mobile Banking have been gradually adopted in banking industry. Therefore, banks' management attention ought to be directed towards determining consumers' perceptions of electronic banking service quality. Radomir and Nistor (2012) evaluated consumers' perceptions of technology enabled services within the banking industry in Romania. They reported that the SSTQUAL scale requires to be refined to better fit the Romanian banking context. Mäenpää et al. (2008) studied the moderating role of familiarity, i.e. the amount of accumulated IB experience, in consumer perceptions of internet banking (IB). Their survey in Finland disclosed that level of IB familiarity influenced four out of seven service dimensions explored in their survey. Littler and Melanthiou (2006) studied consumer perceptions of risk and uncertainty and the implications for attitudes towards innovative retail services in an empirical investigation from internet banking.
The proposed method
This paper investigates the effect of customer relationship management factors on consumer perception in Iranian banking industry. The study designs a questionnaire in Likert scale and distributes it among 300 randomly selected managers who worked for Bank Saderat Iran. Cronbach alpha has been calculated as 0.788, which is well above the minimum acceptable level. In addition, Kaiser-MeyerOlkin Measure of Sampling Adequacy is equal to 0.75 and Bartlett's Test of Sphericity yields a ChiSquare value of 4943.050 with Sig. = 0.000. Table 1 demonstrates some basic statistics associated with the proposed study. 
The results
In this section, we present details of our findings on the implementation of principal component analysis in Table 2 as follows, In addition, Fig. 1 shows the results of Scree plot for the proposed study. Fig. 1 . The results of Scree plot As we can observe from the results of Table 2 and Fig. 1 we may extract six factors. Table 3 and Table  4 present the results of principle component analysis before and after rotation. According to the results of Table 3 and Table 4 we may extract six components with different subcomponents summarized in Table 5 as follows, 
Discussion and conclusion
In this paper, we have presented an empirical investigation to determine CRM factors influencing on consumer perception in banking industry. Customer orientation is the first important factor, which includes eight sub-components including customers' innovation climate followed by customer satisfaction, online customer service, creating shared value, shopping experience, after sales service, customer's needs and internet marketing. The results are in line with findings of Imram (1999) . Organizational strategy is the second factor with six sub-components where pricing strategies is the first component followed by innovation strategies in the marketplace, advertising strategy, social media, sales' strategy and distribution channels. Product development is the third factor with three subcomponents of product life cycle, differentiated products, and product promotion. The results of this part are consistent with findings of McAlister and Erffmeyer (2003) .
Resources are another issues associated with consumer perception with four factors including financial resources, human resources, public relations and customer database. The results are confirmed with other findings reported earlier by Yang and Jun (2002) . Market structure is the next factor influencing on consumer perception with four factors including market segmentation, patterns for each customer cluster and each individual customer, market demand and market share. The results of this part are similar with other findings in the literature (Chang & Chen, 2009 ). Finally, organizational culture is the last factor, which consists participatory management, organizational learning and customer-oriented corporate culture. The results of this section are also consistent with findings of Kowalczyk and Pawlish (2002) .
